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Disclaimer

Certainstatementsmade in this presentationrelating to the / 2 Y LJI gbgdi\s,projections,outlook, expectations,estimates,

amongothersmay constituteW ¥ 2 NpakingR (0 I (i S Withiyf thheih@aningof applicablelaws and regulations Actualresultsmay
differ from suchexpectationsprojectionsetc., whetherexpressor implied Severafactors could make a significantdifferenceto the
/| 2 Y LJ op&rdiiéns Thesencludeclimatic conditions,economicconditionsaffecting demandand supply,governmentregulations

andtaxation, natural calamity,currencyrate changesamongothersoverwhichthe Companydoesnot haveanydirectcontrol.
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Group set up in 1868 \amsetjiTata with a vision
that placed the community at the core of its purpose
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KEY HIGHLIGHTS OUR REGIONAL FINANCIAL
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TATA GLOBAL BEVERAGES

COMPANY
PROFILE

Tata Starbucks opens 100th store in India

Tata Tea 1868, a o o
specially curated
range of teas, to
celebrate 150 years of
Tata group, debuted
at World Economic
Forum 2018, Davos

1.8 MILLION
PRE-ACTIVISTS

HAVE PETITIONED
FOR CHANGE

P SRS RS

Himalayan Sparkling JaagoRe submits Tetley celebrates 180 years
elevates the finedine 1.8m petitionsAto HRD .
experience YAYAAGSN 2y ¢62YSyQa

safety and sports culture
[ TATATEA | w Himeflagan %&‘5\3“



A Snapshot of Tata Global Beverages C C<>

Presence in ovetf0 COUNTRIES

Focused on natural beverageS EA, COFFEE, WATER 330 MILLION + SERVIN@ ®ur brands consumed everyday
Tata heritage witltGLOBAL BRANDS $1.4 BN*in revenues
2ND | ARGESEa companyWorld Over3000 EMPLOYE®R®ridwide

[ teap‘\gs_,v

Halion coffee

Cinnamon

orawaf Signature

& o - * At 100% basis
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Our journey : : <>

1960s
Investment in
Plantations in

India
1980s et G.'Il_l(ng.’A\L Internal
Domestic Acquisition u restructure &
branded — of Eight BEVERAGES JV formed exits from loss
play in tea ACE_LF'i:t'O“ h QOt 2 Acquisition New Corporate with making
or letiey Coffee of Vitax |dent|ty formed Starbucks businesses
1960 -
1990s
1990s Acquisition tespias Investment in Formation Acquisition
Acquisition of Good PI9S.  imalayanc of JV with of the MAP
of interest Earth A natural PepsiCo - brand
in coffee mineral water NourishCo
plantations G[] brand % '2%}’
EARTH PEPSICO
Himalayan
W
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Business Profile <>

88%0F OUR SALES COMES THROUGBRANIRED BUSINESS

Total Turnover- 2018 Regionwise Brandec

Turnover- 2018

m Branded
Business
Non Branded m CAA
on Brande
Business = EMEA
m South Asia
converted at USDINR rate of 65 ﬁ
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Our Brand Positioning C C
EUROPE AND <>

us UK OTHER MARKETS INDIA
teapigs, teapigs, teapigs,
Himalagan
Premium E}E w w Wim
Giow

Bolio)

TATA WATER PLUS
v
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Key Business Highlights during the Year <>

X Increased focus on domestic branded business

A India tea : started journey of transitioning to higher growth trajectory

A JVs: Crossed 168ore milestone for Starbucks (reached 116 by year end); Achieved breakeveNdarishco

X Strong relook into International business strategy

A ldentified areas of growth and invested behind brands/ new product launches incl. successtulpkenegotiation

A Exited Loss making business with limited tuamound potential C Russia and China

X Sustained efforts on innovation and new category launches

X Challenging year for unbranded play led by crop shortfall and volatility in commodity prices
A Coffee crop impacted adversely by unseasonal weather conditions

X Initiated business restructuring to streamline operations and reduce cost base

A Cost transformationprojects

X Dividend recommended 250%A payout of 28% of the Group Net Profit

>
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Financial performance for the vear

Revenue (USD million) PBT (USD millon)

1,200
1,000
800
600

, S 400
/ Growth rate

l\ at constant |
\ currency ! 200

Branded Business (net Non Branded Business Group
of inter segment
revenue)
mFY1l7 wmFY18 Branded Business Non Branded Unallocated Costs Group
. . Business
Group revenue calculated as sum of Branded business and Unbranded business
net of intersegment revenues BFY17 mFi3 converted at USDINR rate of 65

>
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Recent innovations and product launches C C <>

INDIA MARKET

. ' ' - _ é ] s e o |
Tetley Green Tea Tata Tea Chakra Gold Tata Tea Masale&RTD¢ Fruski Himalayan- Orchard Pure
: . Tata Cha
Activ+ and Sparkling

& KananDevanDeut

TATA GLOBAL BEVERAGES Ct R o



Recent innovations and product launches C C <>

INTERNATIONAL MARKETS

Tetley Super Teas Tetley Squash Good EartiKombucha 9AIKG hQ [/t 20]
(UK) (UK) (Australia) (USA)

W
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Tetley Green Teai NnAndar se Clean and Bahars e Act | \

&

ANDAR SE

CLEAN L

BAHAR SE

=N\
DEEPIKA PADUKONE =~ ACTIVE ,“

A Tetley Green Tea has 5 times more
antioxidantsthan anapple

A 1t cleansesyou from within leaving
you feelingrefreshedandactive

A Anenablerof a healthy lifestyle

the new brand
ambassador for
Tetley Green Tea

TATA GLOBAL BEVERAGES
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India C C<>

BUSINESS PROFILE

A Contributesto c. 40%t+ of the total Revenue

A Volumemarketleadersin overalltea category,with a
marketshareof 19.596* MAT

A StrongDistributionnetwork acrossindia

*Source ACNielsen

TATA GLOBAL BEVERAGES

KEY FACTS AND MARKET STRUCTURE

~$2.2 bn* tea marketdominatedby Blacktea
Teacategoriesgrowingwith scopefor premiumisation¢ GreenTea
andTeaBags

LargeLoosetea marketshiftingto branded,further aidedby GST
Regionalocalplayershavesignificantdominancein the market

RECENT UPDATES

Good improvement in Sales : 5% in Value terms aidealyne
growth

A Coffee volume growth by 3x
Tata Tea Masala &laichiChaiperforming well
Successful pilot for out of home experience stofatga Cha in
Bangalore- Now second store opened
Path breaking marketing campaigns undaagoReplatform

W
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Jaago Re

~ SPORTS

IS EDUCATION T0O

| N
e

Tata Tea Jaago Re takes the pre-activism movement forward
and submits petitions for compulsory gender sensitisation and
sports in schools to Hon'ble HRD Minister Prakash Javadekar

TATA GLOBAL BEVERAGES

PRE-ACTTO

G MAKE OUR CHILDREN

% == 1 CHAMPIONS
y 1 OF TOMORROW
——— .

2 | 3
el =

g
I
G
[RuRrss
SHE = HE
Only when we think they are
equal will the world become
s safer for women. Petition the

HRD Ministry to make gender
sensitisation compulsory in
schools.

¢

AmETics %

Pyt

1.8 MILLION PETITIONS SIGNED

Pre-Acting to build a better
future for India.
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Europe, Middle East and Africa (EMEA) C C <>

BUSINESS PROFILE

A Contributesto c.20%of the total Revenue
A UKthe largestmarketwith primarypresencein tea
o Volumeshareon anoverallteais20.4% MAT
o #1 in Decaffeinatedand #2 in EverydayBlackin
volumeterms

* Source: A®Glielsen

TATA GLOBAL BEVERAGES

A
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KEY FACTS AND MARKET STRUCTURE

UKTeamarketis c.£550m* with EverydayBlackconstitutingc.58%
(declinedby c.2%yoy in valueterms)

A Nonblackcategorie§Green/ Fruitandherbal)are growing
EverydayBlacktea categoryis alsodecliningin Europe
Significantdependenceon keyretailers
Aggressiveompetitiveintensityandretailer pressure

RECENT UPDATES

UK Saleslower yoy due to blacktea categorydecline,changein
retailer strategyand highcompetitiveintensity

Teapigspur premiumteason a growth trajectory
Ournewlaunch,¢ S § tSSp&rSoiasHistedwith major retailers
Stableperformancein Francewith TetleySignatureroll-out
Goodgrowth in WesternEuropeled by Portugalwith SuperTeas
Russidusinesexitedduringthe year

W
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Landmark year for Tetley i 180th anniversary!

. 2N

=¥ ! & Tetley is ars old.

e e N The Tetley brothers Win a special personalised
g v« | L s teaspoon to celebrate

A PAGE OUT journeyed to London
OF HISTORY

3 teaspoons to win.
Like, mention friends and share
for a chance to win.




Canada, America and Australia (CAA) C C<>

BUSINESS PROFILE

A Contributesto c.25%of the total Revenue
A Presencent 2 R&egorythrough
o Keurigin both teaandcoffeein USA& Canada
A No1teabrandin Canadawith historyof innovation
A Presencein foodservicebusinessin the USthrough
EmpiricalLLC

TATA GLOBAL BEVERAGES

* Source: A®Glielsen

A

A

KEY FACTS AND MARKET STRUCTURE

US Largestcoffee market (c¢.$9 bn)* with & { A { 3 NE&Eategory
beingl.7 x the bagscategory(value)

Canada Teamarket of ¢.C$ 220m*; Specialtytea around 1.8x the
blacktea market (value)

Australia Teamarketis c. A3 310m*; Coffeemarketis ~5x the size
of tea

Aggressiveompetitiveintensityandretailer pressure

RECENT UPDATES

FYL8 Saleshigherby 9%over prior yeardrivenby
A DirectKeurigSales
A Stableperformancein Canada
A Improvedperformancein Australia
A Toplinegrowth in GoodEarth
Kombucha; pilot launchin Australia

W
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Tata Coffee Limited (Non Branded Business) C C<>

BUSINESS PROFILE RECENT UPDATES
A TataCoffeeis the leadingplayerin B2B businesssegment A Operating Income and Profit lower yoy impacted by abnormal
with presencen plantations weather conditions resulting in lower coffee crop coupled with
A Contributesto c. 10%of total revenue lower offtake in coffeeextractionbusiness

A TGBhas57.48%stakein TataCoffeeLimited(TCL)

A CoffeeExtractionbusiness;
A Produces3 variants ¢ Spray,Aggloand FreezeDried
Coffee(FDC)
A Around90-95% exportedacrossmajor markets

A Plantationbusiness-
A Produce<Loffee, Tea,Pepper
A One of | & A Iargeét producer of coffee at around
10,000 mt pa
A Supplyarrangementswith the brandedbusiness; Tata
CoffeeGrandand Starbucksn India

L
TATA GLOBAL BEVERAGES ot e P Totlcy ST


http://www.dailyfinance.com/2013/03/20/starbucks-buys-coffee-farm-costa-rica/

TATA GLOBAL BEVERAGES

JV/IPARTNERSHIPS

Nourishcog Pepsico
Tata Starbucks

Other Businesses

RN e ) R R P e K e R, MRS A
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Nourishco T JV with Pepsico C C<>

BUSINESS PROFILE RECENT UPDATES

A 50:50 JV company formed between Tata Global A
BeveragesndPepsico )
A Marketingand distribution of productsin the areaof A Himalayan
non-carbonatedready-to-drink beveragesn India o Himalayan Orchard Pure range of flavoured water ¢
Strawberry, AppleandPeach
o HimalayanSparklingwater launchedwith premium chain of
' 2 hotels

Revenuegrowth of 8%yoy driven by volume. Firstyear of profits

A TataGlucoPlus Oneof the most successfutlirinkslaunchesin the
g N » recent history in India Growingin both volume and value terms.
B 1 “ATU~ Pilotlaunchin Punjab& Goa Newvariant TGBt+ juice.

A TataWater Pluscontinuesto grow on distribution gains

|
OQ“TlFleo ’;' {»{ y | | 3 |
CARBNN | E { A Himalayanenters US (with CarbonNeutral certification), through
Q‘E"TRR} ' § ‘ distribution arrangementwith TalkingRainBeverageCompany
."'Ofoduc‘... m..?.m.
CarbonNeutral.com L =
e 8 =)
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Tata Starbucks

——————————— 000

2 . l BUSINESS PROFILE

A 50:50 JVcompanyformed between Tata Global Beveragesand Starbucks
CoffeelnternationalincwhichownsandoperatesStarbucksaféin India

A More than 90%of the coffeesourcedfrom TataCoffee

§ TIRAMISU CAKE

& A Storesalsooffering Himalayanbrand water and organictea from Hathikuli

COFFEE

TeaEstate, from one of the groupcompanieof TGBL

150 YEARS OF TATA

RECENT UPDATES

A Topline growth of 28% yoy - better in store performance and growth
through new stores Firstyearof positive EBIDTA

A Openedits 100th store, 116 storesopenedtill date, (27 new storesin 2018)
across/ cities Kolkatabeingthe new addition

A TheFoodshareof 20%+

A Leveragingtarbuckselationshipbeyondindia

aw
TATA

TATA GLOBAL BEVERAGES Tolo JETRETONRY




Other Businesses C C<>

TATA GLOBAL BEVERAGES

BANGLADESH (d®f)line improves 25% in underlying terms over
previous year driven by higher volumes.
Reduction in losses aided by improved sales.
A Tata Tea Gold Launched.

INSTANT TEM2B business and supplier to major RTD players in the
western markets)

A Sable performance in sales and profit

ASSOCIATES (Tea Plantations)

KDHRSouth India)
A Improved profitability due to higher volumes coupled with
improvedrealisation
APPL(Assam and West Bengal)

A Improved performance over RYnainly driven by improved
volumes, higherealisationand sales mix

A WattigorD2f RQ 0N} YR I dzyOKSR Ay ! .

aw
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Tata Teac No.
Ly RAI Q&
Trusted Brands

Tt INn
uo" :

Brand of the

in Hot Year 2017
Beverages ¢

/| LLQa JaagoRe &
Significant Tetley Sup
Achievement Green-¢ 7
in Food Safety Net

to three plan

W
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sourena iricht  SUSTAINABILITY

;\ﬁg\‘l INITIATIVES
A5V,
rusiea
Ethical Tea
Partnership \
Specific Project with ETP and Tea Research Associatio)’ \ -~ — -

PROTECTING THE ENVIRONMENT e

QRTIF,
gl oo
NN e NEUTRAL
LEADER 2015
Product
CarbonNeutral.
arbonheutral.com 'T'

TATA GLOBAL BEVERAGES

IMPROVING LIVES

Q

® v ey
i y
X X
Ly R )/

K b

NP

United Nations Children’s Fund

Ethical Tea
Partnership
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